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[bookmark: _Toc234191964]1.0 Introduction
[bookmark: _Toc234191965]1.1 Background of the Study
The smartphone market has grown at an astounding pace and has emerged as one of the most competitive market sectors in the world today. However, with similarities in technical capabilities at an all-time high, a number of factors, including brand image, reputation, and trust, have become more important to consumers than ever before in their buying decisions. Hence, branding has come to play an important role in consumer's behavior, particularly in the competitive smartphone market.
Branding is now considered one of the most important pillars of the marketing strategy in today's business world and is vital in providing an organisation with the tools it needs to differentiate their products, build customer loyalty and gain a sustainable competitive advantage (Lestari, 2023). A strong brand impacts beyond the product's functional qualities, indeed on perceptions, trust and purchase of consumers (Hussain et al., 2025). It is especially noticeable in the smartphone market where not only are the products more similar in technology, but the importance of brand image and reputation have risen in importance. There are two dominating brands in the global smartphone market: Apple and Samsung. Apple wants to be viewed as an innovative and high-quality premium brand, while Samsung has placed emphasis on innovation and a wide variety of products at an optimal value (Tan and Hoang, 2023). Both companies have endeared themselves to their loyal customers around the globe. The relationship between brand and consumers' purchase behavior can be better understood by looking at the competition between Apple and Samsung: the more consumers are depending on brand perceptions in purchase behavior, the more they should be oriented to this perception (Abdulameer Kawther and Abdulsattar Mahmood, 2026). Thus, the present study guides the victory of one of the two major brand smartphones over the other brand in terms of customer preference.
[bookmark: _Toc234191966]1.2 Research Problem
Branding has been the focus of a great deal of marketing and consumer behaviour research and has been the subject of many studies that have investigated the links between brand image, brand equity, brand loyalty and purchase intention (Parris and Guzmán, 2022). But most of the previous research is concerned with brand in general or particular brands and has not directly examined and compared the most prominent brands (Fetais et al., 2022). In addition, there is insufficient research that has studied the effects of various strategies Apple and Samsung has used in the branding process on customer buying preferences in the smartphone market. With two major competitors, there is still a need to have a clearer view on how branding influences the purchasing decision of consumers (Alatas, Karyatun and Digdowiseiso, 2023). This gap can give marketers and smartphone manufacturers some great ideas to work on an effective brand strategy.
1.3 Research Rationale
With the emergence of the new smartphone market, there is a lot of competition prevailing between the various brands; particularly Apple and Samsung's various strategies for branding their smartphones. While there has been some research done on branding, some on brand loyalty, and others on consumer behavior, little research has considered direct comparison between the branding approach of Apple and Samsung's approach and consumer choice. These differences are significant as customers may rely on brand image, trust, innovation, and emotional connections when choosing smartphones. Hence, the study is carried out to examine the impact of its branding on the consumer behavior and also get insights on the factors, which affect the choice of consumption between Apple and Samsung Smartphones.
[bookmark: _Toc234191967]1.4 Research Aim
The purpose of this study is to analyze the effect of brand on consumer behavior through comparing customer preference between Apple and Samsung Smartphones.
[bookmark: _Toc234191968]1.5 Research Objectives
The objectives of this study are:
· To examine the influence of branding on consumer behaviour in the smartphone industry.
· To identify the branding factors that affect customers' smartphone purchasing decisions.
· To compare customers' preferences between Apple and Samsung smartphones.
· To provide recommendations for improving branding strategies based on the research findings.
[bookmark: _Toc234191969]1.6 Research Questions
This study seeks to answer the following research questions:
1. How does branding influence consumer behavior in the smartphone market?
2. Which branding factors most significantly affect customers' smartphone purchasing decisions?
3. How do customer preferences differ between Apple and Samsung smartphones?
4. What recommendations can be developed to improve branding strategies based on consumer preferences and research findings?
[bookmark: _Toc234191970]1.7 Significance of the Study
This research will contribute to the academic field of branding and consumer behaviour both academically and practically. From the academic point of view, it will contribute to the body of knowledge by conducting a comparative study between Apple and Samsung smartphones, and how the brand affects people's preferences. Academically, it will contribute to the body of knowledge as it fills a gap in previous studies by conducting a comparative study of Apple and Samsung smartphones and their influence on consumer preferences. On a practical level, the results will help marketers to gain insights into the brand marketing mix which has the highest impact on purchase decisions and customer retention. The research will also offer handy hints to the smart phone manufacturers on how to formulate their better branding strategies to improve their competitive advantage and customer satisfaction. Moreover, the study will be a useful reference for future researchers who want to conduct research on the topic of branding, consumer behaviour and smartphone industry in order to create a foundation for comparative and cross-cultural studies.
[bookmark: _Toc234191971]2.0 Literature Review
[bookmark: _Toc234191972]2.1 Concept of Branding
Branding is a Marketing concept that helps organization to differentiate their products and also it gives them a competitive edge. Brands are more than names or logos brands are the perception, experience and expectations of the product or company in the minds of consumers (Bhowmick, 2022). Effective branding has a role to play in establishing trust, developing customer relationships and extending the market position for businesses (Islami, Rahyuni and Rukayyah, 2024). The three key elements to the brand are Brand identity, Brand image, and Brand equity. As a result of this, the value of the brand being recognized by the customers, trusted by them, and liked by them can positively impact buying behavior is called Brand equity.
[bookmark: _Toc234191973]2.2 Consumer Behavior
Consumer behavior is a way of people identifying the needs, looking for information, comparing the alternatives, making purchase decisions and assessing the product after purchase (Toha and Supriyanto, 2023). Psychological, personal, social and cultural factors affect consumer behavior (Sostar and Ristanovic, 2023). The buying decision process involves recognizing the problem, searching for information, evaluating alternatives, making a purchase decision, and post purchase evaluation (Toha and Supriyanto, 2023). Consumers' past experiences, marketing activities and quality of the product influence their attitude towards brands. Brand reputation, innovation and emotional attachment are key influences on purchase intention in the smartphone space.
[bookmark: _Toc234191974]2.3 Branding and Consumer Behavior
Branding is important in affecting consumer behaviour as it creates perceptions and influences consumer decisions. Strong brands decrease the perceived risk, create customer trust and increase brand awareness (Mohammed et al., 2025). All these are contributing to building customer loyalty and repeat purchases. Branding plays an important role in the choice of customers and is an important factor of the long-term competitive success in a highly competitive smartphone market, where the products have comparable features.
[bookmark: _Toc234191975]2.4 Apple Branding Strategy
Apple's innovative approach, product quality and simplicity have built it up to become an expensive global brand (Ahmad, Verma and Tek, 2023). It's exceptionally dedicated to its branding approach, aiming to build an all-inclusive system of products and services that fosters loyal customers. Through a strong marketing campaign and a reputable brand, Apple is able to afford a high price tag for its knock-off products, while still appealing to customers whose interest is directed toward the value of quality, innovation, and exclusivity (Ahmad, Verma and Tek, 2023).
[bookmark: _Toc234191976]2.5 Samsung Branding Strategy
In the marketing world, Samsung has created a strong brand because of its wide array of products, continuous technological innovation and competitive positioning (Kornelakis and Petrakaki, 2024). While Apple has a premium-only strategy, Samsung has made a huge effort at getting people to buy their smartphones in various price points. Innovation, cutting edge technology, product reliability and customer choice are its stampede. Samsung's competitive pricing policy, coupled with regular introduction of new products, is giving the firm a healthy market presence and enabling it to keep up with the consumer renewal and demand (Kornelakis and Petrakaki, 2024). This strategy of branding proved useful which allowed Samsung to hold its ground in the world market's ambitious field of smartphone manufacturing.
[bookmark: _Toc234191977]2.6 Literature Gap
The study on independent issues of branding, brand equity, customer loyalty and consumer behaviour has been studied much. In addition, there have been a number of studies on Apple and Samsung separately, either in the marketing or technical area. But there is little research that can provide a detailed comparative study of the effect of the branding strategies used by these two smartphone companies on customer choice and buying behaviour. It is essential to fill this gap as it provides fresh views on the effectiveness of branding and can help to enrich the scientific knowledge as well as managerial practice in the fast-paced smartphone era.
[bookmark: _Toc234191978]3.0 Methodology
[bookmark: _Toc234191979]3.1 Research Philosophy
The research approach used in this study is positivist research, meaning that the assumption in this research is that a person approaches the research with the philosophy that the reality is objective and can be measured by observable facts and statistical analysis (Ali, 2024). Quantitative research is suitable for positivism because it allows measurement of the data to be collected and testing of the relationship between branding and consumer behavior (Maksimovic and Evtimov, 2023). This philosophy is used when adopting use of structured questionnaires to get objective and reliable data from the respondents.
[bookmark: _Toc234191980]3.2 Research Approach
The study will use a deductive research method starting from the theories and concepts of branding and consumer behaviour which have been established and then tested the theories in an empirical way (Okoli, 2023). The study's research aims and the questionnaire are built upon from existing literature. The results obtained will then be analysed to examine whether the results support the theoretical assumptions that have been made about the effect of branding on consumer preferences.
[bookmark: _Toc234191981]3.3 Research Strategy
Primary data will be gathered using the survey strategy, which is the method used in this research. This method is appropriate if the researcher can obtain standardized information from a relatively large number of respondents in a relatively small amount of time (Taherdoost, 2022). Survey research is also used to make quantitative comparisons between users of Apple smartphones and users of Samsung smartphones and helps determine the factors that influence consumer buying decisions when it comes to brands.
[bookmark: _Toc234191982]3.4 Research Design
The study is quantitative research because it seeks to discover the relationship between “branding” and “consumer behavior.” A quantitative design will be used because numerical data can be collected in an objective and systematic way, allowing this data to be statistically analyzed (Ghanad, 2023). The answers to the structured questions will give quantifiable data about consumers' perceptions, purchasing preference, brand loyalty, and buying intention, which will allow comparisons between Apple and Samsung smartphone users to be made.
[bookmark: _Toc234191983]3.5 Data Collection Method
The research will be based on primary data that will be gathered using a structured questionnaire survey. The questionnaire will be mainly closed questions with a 5-point Likert scale that measures respondents perception of branding and consumer behavior (Kusmaryono, Wijayanti and Maharani, 2022). The survey will be online available to smart phone owners with experience of using either of the two leading carriers, Apple or Samsung. This provides an efficient way to collect data, maintain consistency of responses and allows quantitative analysis.
[bookmark: _Toc234191984]3.6 Sampling Technique
The study will use convenience sampling as it is a non-probability sampling method which is convenient and accessible within the time and resources available. (Raj Sharma, 2026) The target group are consumers who are already familiar with Apple or Samsung smartphones and currently use them. A sample of 50 respondents will be randomly selected for a questionnaire survey. This sample will be deemed suitable to the extent of the dissertation proposal and will give enough data for the descriptive statistical analysis.
[bookmark: _Toc234191985]3.7 Data Analysis Method
All gathered data will be coded, sorted and analyzed by means of a computer software called Microsoft Excel. Descriptive statistical method will be used to summarise the demographic characteristics of the respondents and their opinions towards branding and consumer behaviour, using the frequencies, percentages and averages (Salim and Isaa, 2024). Data will be visualized using tables, bar chart and pie chart for better clarity and interpretation. Frequency analysis will also be carried out to look for patterns in consumer's preferences and to compare the perception of brands between Apple and Samsung smartphone users.
[bookmark: _Toc234191986]3.8 Ethical Considerations
Ethical issues will be strictly observed throughout the whole research process. It will be explained clearly to the participants why the study is being carried out before they give informed consent. All participation will be voluntary and respondents will be able to drop out when they wish without any consequences. All handling of personal information will be done confidentially, and the information will only be collected for academic purposes. Appropriate data protection measures will be implemented to ensure respondents' privacy and anonymity.
[bookmark: _Toc234191987]3.9 Reliability and Validity
The questionnaire will be created based on the existing theories in branding and consumer behavior research as this would improve the quality of the research. The questionnaires will be ensured for their content validity by relating the questionnaire items with the research objectives and related literature. Questionnaire reliability will be enhanced by using clear, consistent, and unambiguous questions, so that respondents can interpret the questions and the data collected are suitable to be analyzed.
[bookmark: _Toc234191988]4.0 Expected Findings
The existing literature and proposed research goals suggest that this study will show that brand plays a positive role on consumer behaviour in the smartphone industry. As Apple has a premium brand image, its integrated ecosystem, and has a strong emotional bond with consumers, it is expected that Apple customers will show higher levels of brand loyalty. On the other hand, Samsung users are likely to be more focused on technology and innovation, variety and value for money when it comes to making their purchase decision. The results will also show that brand image, brand awareness and brand trust have positive relationship with the consumer's intention of purchase. In all, the research will deliver important inputs and insights that can help marketers and smartphone manufacturers create better branding approaches to improve customer satisfaction and the ability to create competitive value.
[bookmark: _Toc234191989]5.0 Limitations
This study could contain some limitations, even though it has the potential to contribute to that. The research will be carried out on a relatively small number of subjects that may limit the generalisability of the results. Shortness of time may also restrict the extent of the investigation in completing the dissertation. Moreover, the study will be based on consumers in a single country and this may not be representative of international consumer behaviour. Self-reported questionnaire responses may result in response bias and convenience sampling may result in non-representative samples.
[bookmark: _Toc234191990]6.0 Timeframe (Gantt Chart)
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[bookmark: _Toc234191991]7.0 Conclusion
In the dissertation proposal, we will study how brand affect consumer behavior by comparing the preferences of customers for Apple and Samsung smartphones. In smartphone market, branding is one of the most important pieces that play a significant role in the aspects such as buying, brand loyalty and competitive advantage. Branding policy analysis between these two premier firms will provide a better understanding about the factors affecting the consumer preferences. The study is quantitative with the aid of structured questionnaire, suitable data analysis techniques will be used in this study to meet the research goals. The results will be valuable for future research in the areas of branding and consumer behaviour and will offer usable information for marketers and smartphone manufacturers. In sum, the findings of this study will contribute to the creation of better branding approaches that will increase customers' satisfaction and improve competition in the market.
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